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Figure 6.  TBR.

et al. (1997) LM test, wherein the former assumes homogeneity in the dynamics of 
AR coefficients for all panel members and the latter allows for heterogeneity. The 
non-parametric unit root tests of Maddala and Wu (1999) are also applied using 
Fisher ADF and Fisher PP tests. In all the cases, we test the null of non-stationarity 
against an alternative of a unit root. Results are reported in Table 3. We find a mixture 
of I (0) and I (1), and none variable is I (2), and, therefore, vindicate the application 
of a panel dynamic model.

Panel Cointegration Test

With a mix of I (0), and I (1) variables, we proceeded to check for the possibility 
of long-run cointegration among the variables. Pedroni’s (1999, 2004) residual-
based heterogeneous panel cointegration test, which permits cross-section inter-
dependence with distinct individual effects, is estimated. Since our BRICS panel 
is heterogeneous, using the Pedroni test is appropriate. To test the null of no coin-
tegration, Pedroni (1999, 2004) developed 7 test statistics (Panel PP-statistic, 
Panel rho-statistic, Panel ADF-statistic, Panel v-statistic, Group PP-statistic, 
Group rho-statistic, Group ADF-statistic). All these test statistics are assumed to 
follow a normal distribution. To validate Pedroni’s (1999, 2004) results, Kao 
(1999) is also employed. Table 4 shows that out of seven Pedroni’s (1999, 2004) 
test statistics, cointegration is found in five tests when it is examined among  



172		  GLIMS Journal of Management Review and Transformation 2(2)

Table 3.  Unit Root Analysis.

Test Method Variables

ER CMR GDP INF MSG CMR

Null hypothesis: Assume a common unit root process
Levin, Lin and 
Chu t*

−9.543b −2.919a 0.412a −8.705a −4.935a −1.979a

Null hypothesis: Assume individual unit root process
Pesaran and Shin 
LM test

−12.710b −3.319a −18.907a −13.686a −12.721a −2.575a

Fisher ADF 
Chi-square

175.655b 34.085a 309.587a 198.427a 182.589a 24.290a

Fisher PP  
Chi-square

428.237b 70.720a 527.638a 389.055a 591.356a 38.353a

Note: ‘a’ represents the stationary at level and ‘b’ indicates stationary at first difference respectively.

Table 4.  Panel Cointegration Tests with CMR as Proxy for Interest Rate (LER, CMR, 
GDP, INF and MSG).

Statistic P-value Weighted Statistic P-value
a. Pedroni
Panel v-statistic −2.321 0.0098 −2.348 0.0006
Panel rho-statistic −2.761 0.002 −6.868 0.000
Panel PP-statistic −3.039 0.001 −5.417 0.000
Panel ADF-statistic 3.676 0.999 3.496 0.999
Group rho-statistic −2.926 0.001
Group PP-statistic −3.196 0.0007
Group ADF-statistic 5.222 0.860
b. Kao
ADF −1.610 0.023

(ER, CMR, GDP, INF and MSG). The test statistics reject the null of no cointegra-
tion and, therefore, establish the evidence in favour of a long-run association 
among ER, CMR, GDP, INF and MSG. Similarly, Table 5 reported evidence of 
cointegration in five out of seven test statistics, when examined among (ER, TBR, 
GDP, INF and MSG). The Kao tests in the lower panels of Tables 4 and 5 again 
authenticate the presence of cointegration among the two sets of variables. Thus, 
it can be concluded that a long-run cointegration exists among the variables.

Empirical Results

We begin with the estimation of model 1 (PARDL), model 2 (FMOLS) and model 3 
(DOLS). Table 6 reports the results of all three models. In the long run, the impact 
of IR (CMR as a proxy for IR) is positive and statistically significant in all the 



Parry et al.	 173

Table 5.  Panel Cointegration Tests with TBR as Proxy for Interest Rate (LER, CMR, 
GDP, INF and MSG).

Statistic P-value Weighted Statistic P-value
a. Pedroni
Panel v-statistic −2.303 0.989 −2.345 0.990
Panel rho-statistic −1.835 0.033 −3.660 0.0001
Panel PP-statistic −2.231 0.012 −3.544 0.0002
Panel ADF-statistic −0.986 0.162 −1.590 0.055
Group rho-statistic −1.828 0.003
Group PP-statistic −1.587 0.056
Group ADF-statistic −0.165 0.434
b. Kao
ADF −2.048 0.020

models. This implies that an increase in the IR will cause depreciation of the ER 
across BRICS (or ER will increase). This phenomenon is due to the fact that an 
increase in domestic IR will lead to a fall in demand for money due to an expected 
increase in inflation and, hence, cause depreciation of domestic currency (Frankel, 
1984; Sharma & Setia, 2015). Table 6 indicates that in the long run, a 1 unit 
increase in IR will increase the ER by 1.5%, 9.9% and 9.3% in models 1, 2 and 3, 
respectively.

 On the other hand, the effect of money supply and inflation on the ER, in the 
long run, is positive and statistically significant, implying that an increase in money 
supply and inflation will cause domestic currency depreciation. This happens 

Table 6.  Results of ARDL, FMOLS and DOLS (CMR as a Proxy for Interest Rate).

Variable Model 1 Model 2 Model 3

Long-run coefficients
CMR 0.015 (2.880)* 0.099 (11.044)* 0.093 (10.499)*
INF 0.140 (2.387)* 0.356 (6.414)* 0.293 (4.199)*
MSG 0.070 (2.242)** 0.269 (8.732)* 0.330 (7.824)*
GDP −0.016 (−1.765) 0.018 (8.308)* 0.010 (3.406)*
Short-run coefficients
D(CMR) 0.0005 (0.603)
D(INF) 0.0001 (0.207)
D(SG) −0.0001 (−0.653)
D(GDP) −0.600 (−0.923)
CONSTANT 0.008 (2.173)**
TREND 4.174 (1.781)***
ECT −0.711 (−1.712)***

Note: Figures in parentheses are t-statistic values. *, ** and *** indicate statistical significance at the 
1%, 5% and 10% levels, respectively.
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because an increase in money supply will cause an increase in the purchasing power, 
hence demand-pull inflation, thereby leading to a decrease in exports (higher infla-
tion creates lower demand for exports) and thereby currency depreciation.

Lastly, the impact of GDP is positive and statistically significant in models 2 
and 3 but is insignificant in model 1. This implies that an increase in GDP will 
increase the ER (currency depreciation). This is because an increase in GDP will 
increase imports more than exports, hence, capital outflow and, therefore, cur-
rency depreciation. 

 On a comparative note, the impact of inflation on the ER fluctuations is sub-
stantial as followed by MSG, GDP and CMR, respectively. Finally, regarding the 
error-correction coefficient, the negative sign establishes the indirect evidence of 
long-run association. Model 1 reported a speed of correction of 0.711, suggesting 
that disequilibrium would be corrected by 71.1% per month.

Robustness Check

To check the reliability of the coefficients, we estimated an additional model with 
TBR as a proxy for IR. The results are in line with the above models. Table 7 reported 
that IR has a positive and significant effect on the ER in all models. Similarly, an 
increase in INF and MSG will cause ER to increase (currency depreciation). Lastly, 
the impact of GDP is positive and statistically significant in models 2 and 3 but 
insignificant in model 1 (see Table 7). This implies that an increase in GDP will 
depreciate the domestic currency. Again, the inflation is found to be dominant deter-
minant of ER fluctuations as compared to other explanatory variables incorporated 

Table 7.  Results of ARDL, FMOLS and DOLS (TBR as a Proxy for Interest Rate).

Variable Model 1 Model 2 Model 3
Long-run coefficients
TBR 0.036 (3.717)* 0.033 (4.500)* 0.125 (14.531)*
INF 0.127 (2.582)* 0.437 (5.780)* 0.131 (2.203)*
MSG 0.084 (2.845)* 0.323 (8.280)* 0.270 (7.200)*
GDP −0.012 (−1.533) 0.025 (4.067)** 0.010 (0.502)**
Short-run coefficients
D(TBR) 0.0005 (0.609)
D(INF) −0.0001 (0.290)
D(MSG) −0.0002 (−1.147)
D(GDP) −0.0001 (−1.213)
CONSTANT 0.007 (2.296)**
TREND 3.956 (1.617)***
ECT −0.811 (−1.631)*

Note: Figures in parentheses are t-statistic values. *, ** and *** indicate statistical significance at the 
1%, 5% and 10% levels, respectively.
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into the analysis. The error-correction term is again negative and significant, imply-
ing that equilibrium will be corrected by 81.1% per month.

Conclusion

The IR and ER nexus has long been a focus of researchers and policymakers. This 
study attempts to examine the impact of IR on ER in the case of the world’s five 
emerging market economies, namely, Brazil, Russia, India, China and South Africa 
(BRICS), using the monthly data from 1999 (M02) to 2021 (M08). For the empirical 
exercise, the PARDL model developed by Shin et al. (2014), FMOLS developed by 
Pedroni (2001) and DOLS developed by Stock and Watson (1993) were incorporated 
to ensure the relationship among the variables. In addition to IR, the possible impact 
of inflation, money supply and GDP is also estimated. Incorporating the monthly 
data from 1999 (M02) to 2021 (M08) the results suggested that IR impacts ER 
positively, meaning that an increase in IR will increase ER (increase in ER implies 
currency depreciation). However, the impact of all other explanatory variables is 
also positive and statistically significant in the long run.

Policy Implications

The findings of this article lead to some important policy implications. It shows that an 
increase in IR attracts more foreign capital flows, increasing the demand for domestic 
currency and ER appreciation, which affects the country’s net exports and imports 
(trade balance), domestic investment and overall macroeconomic scenario. Thus, 
monitoring the IR and ER becomes crucial for the efficiency of monetary policy.
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Notes

1.	 More specifically, MG assumes that intercepts, slope coefficients (both short-run and 
long-run) and error variances are allowed to vary across panel members. On the other 
hand, PMG estimator allows intercepts, error variances and short-run coefficients to 
vary, whereas the long-run coefficients are assumed to be uniform.

2.	 The choice of data period is made based on data availability. 
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Hotel Booking  
Intentions: A  
Literature Review
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Abstract

This study aims to review tourism and hospitality management research on online 
satisfaction, offline satisfaction and booking intentions published in numerous 
recognised tourism and hospitality journals from 2000 to 2023. This article studied 
and reviewed 62 published articles that emerged in the past 22 years in selected 
top 10 tourism, leisure and hospitality journals. Various variables influencing 
customer satisfaction, that is, online satisfaction and offline satisfaction leading 
to the intention to book a hotel online, were identified based on the previous 
studies. A conceptual model is proposed, which can be empirically tested while 
conducting future studies in the tourism and hospitality sector, specifically with 
respect to hotel booking intention. This study offers a conceptual framework for 
the antecedents used to measure online and offline satisfaction while booking a 
hotel online. The study ascertained information quality, system quality and service 
quality as independent variables to measure online satisfaction and perceived 
values like perceived functional value, emotional value, social value, and monetary 
value as independent variables to measure offline satisfaction. This study provides 
a detailed literature review on hotel booking intention and variables that influence 
overall satisfaction, that is, online and offline satisfaction published in specific 
hospitality and tourism journals over the past 22 years.
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Introduction

The growth of the Internet has changed how customers seek information before 
making any travel-related decisions, particularly concerning online hotel booking 
(Buhalis & Law, 2008). Travellers explore the internet to search for related 
information to finalise the hotel room they might prefer to book at the destination. 
This journey starts with searching for hotels available at the destination, prices, 
amenities, ratings, and reviews. Therefore, this highlights that travellers use the 
internet to search for relevant information related to hotel booking. 

The role of customer satisfaction on the customersʼ purchase intention has 
been extensively studied in the literature on tourism and hospitality (Ali, 2016; 
Ryu et al., 2012). Various authors have widely studied customer satisfaction 
leading to purchase intention of the customer in distinct contexts like restaurants 
(Kim et al., 2013), luxury cruise travelling (Han & Hyun, 2018), hotel industry 
(Cheng et al., 2019), independent travellersʼ niche hotel booking (Wang et al., 
2020) and hotel booking intentions (Akhoondnejad, 2015; Chan et al., 2017). The 
use of the digital medium has turned out to be a blessing for the tourism-related 
services industry (Ho & Lee, 2007; Pelsmacker et al., 2018). From a customer 
viewpoint, access to information is immediate while using the online platform, as 
the customer can make uninterrupted price comparisons based on their preferences 
and perceived value through the discounts provided in real-time, juxtaposing the 
various values, services, facilities, and prices (Gao & Bi, 2021). Additionally, the 
customers can go through the reviews and ratings, types of rooms available, hotel 
pictures, and the additional facilities provided by the hotel like a swimming pool, 
gymnasium, spa, coffee shop and restaurants (Park et al., 2017). It is crucial to 
consider online satisfaction and offline satisfaction, which can be beneficial to 
understanding the customerʼs overall satisfaction and purchase intention to book 
a room in a hotel. Scientific inquiry examining the specific role of online and 
offline satisfaction in hotel booking intentions has received little heed and remains 
a substantially un-investigated (Lee et al., 2020). Thus, a research gap emerged in 
studies on hotel booking that addressed online and offline satisfaction leading to 
hotel booking intention. 

The remainder of the study is arranged as follows: the second section lays out the 
theoretical background on customer satisfaction and hotel booking intentions; the 
third section provides the research methodology using a systematic literature review; 
the fourth section incorporates the descriptive findings of data extracted and the 
results and discussion. In the end, the fifth section concludes with the theoretical and 
managerial implications and future research possibilities and limitations.

Literature Review 

Customer Satisfaction and Hotel Booking Intentions 

The concept of customer satisfaction has been widely explored in the field  
of marketing, especially with respect to hospitality and tourism studies  
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(Sánchez-Rebull et al., 2018). Customer satisfaction is a notion that gauges the 
internal state of the customerʼs feelings with past experiences and the current 
state of mind while making a choice. It is also defined as the customerʼs overall 
experience comprising prepurchase, that is, need recognition and information 
search, purchase, and the post-purchase behaviour with a product or service 
provider (Carlson et al., 2019). Moreover, customer satisfaction in the hospitality 
and tourism industry is critical as it helps influence customers to purchase, 
repeat purchases, build customer loyalty, and provide service recommendations 
by spreading positive word-of-mouth to others (Pizam et al., 2016). 

Past research also shows that the level of satisfaction in customers while using 
the online environment is relatively more as the online domain provides ease of 
use in providing necessary information to the customer (Melián-González & 
Bulchand-Gidumal, 2016).

For online satisfaction, the study incorporates the information system success 
model to measure user satisfaction parameters to online satisfaction in hotel 
booking intention (DeLone & McLean, 2003). Online satisfaction in the present 
study means the online experience of the individual customer from information 
search to the final online booking of the hotel. Moreover, for offline satisfaction, 
different values perceived by the customer when searching and booking hotels 
were taken into consideration. The offline satisfaction in the present study means 
the different values perceived by the customer while booking the hotel online. The 
determinants of offline satisfaction by way of perceived value while booking a 
hotel online has been pointed out by various authors. Perceived value is used in 
different contexts like in the homestay industry (Zhao et al., 2020), foodservice 
industry (Kim et al., 2018), guesthouse booking (Waheed & Hassan, 2016) and 
online hotel booking (Confente & Vigolo, 2018). A study conducted by Shankar  
et al. (2003) ascertained that offline satisfaction positively influences booking 
intention. Offline satisfaction can be defined as the customerʼs perception 
(perceived value) towards the kind of services rendered and supplied by the hotel 
(Zhao et al., 2020). Thus, the present study broadly focuses on the following 
research questions: 

1.	 What factors of online satisfaction influence hotel booking intentions? 
2.	 What factors of offline satisfaction influence hotel booking intentions?

Over the past few years, the advancement in digital media has brought opportunities 
as well as challenges for hotel booking. Nowadays, most hotels have already 
developed an online presence to constructively engage with customers by 
providing crucial information through which a customer can generate online 
satisfaction (Law, 2019; Wong & Law, 2005) and perceive the value as well 
(Ozturk et al., 2016). Thus, hotels have started engaging in digital media to 
enhance their exposure to a broader segment of the targeted market and give 
customers a more realistic experience (Pelsmacker et al., 2018). 

Therefore, the present study aims to map the current state of field research, 
identifying emerging areas of online satisfaction, offline satisfaction, and booking 
intentions. Moreover, this study focuses on filling the void by producing a 
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systematic literature review of hotel booking studies in hospitality and tourism to 
highlight the antecedents and encourage future developments in related research 
(Kwok et al., 2017).

Methodology  

Journal Selection

Recognizing and identifying the prominent journals in the tourism and hospitality 
field was challenging. Several academicians suggest that more than a hundred 
journals have published articles related to this field (Ma & Law, 2009). However, 
there exists no ordinary list of ranked tourism and hospitality journals recognised 
by universities and researchers (Law et al., 2010).  Lately, numerous Hospitality, 
Sports, Leisure and Tourism-associated journals have been encompassed in the 
Thomson Reuters Social Sciences Citation Index (SSCI). 

The 2023 SJR list comprises 123 journals from tourism, sports, leisure and 
hospitality management. The researcher included only WoS (Web of Science) 
journals, which were reduced to 82. Sports journals were omitted to rank to stay 
focused on the primary subject. After cautiously scrutinizing the aims and scope 
of these journals, some journals were removed since they were not covering the 
area of the topic under review, like the Journal of Service Management, Cities, and 
others for not falling in the category of peer-reviewed journals. The journalʼs 
impact factor and H index were considered while selecting an article. Finally, the 
top 10 journals focusing on determinants of travel purchase intentions or 
satisfaction were eventually selected. 

The top 10 journals included in this study were the journals that were chosen 
from the hospitality and tourism journal ranks listed in the SJR (Scimago Journal 
and Country Rank), as shown in Table 1.

Research Paper Selection

The literature identifies different online and offline satisfaction indicators while 
booking a hotel. The literature review includes only full-length peer-reviewed 
articles that have conducted a study in the area of hotel booking. A structured 
approach based on Snyder (2019) recommendation was followed to conduct the 
study. Leading research articles published in journals were reviewed while 
ignoring the conference proceedings. 

To ensure that other related materials published in peer-reviewed journals were 
also included in this literature review. The renowned online databases used for 
academic journals like Scopus (http://www.scopus.com), Science Direct (http://
www.sciencedirect.com) and Emerald Insight (https://www.emerald.com/insight), 
along with Google Scholar (http://www.scholar. google.com) were also explored 
to find out the other suitable published articles. The databases mentioned  
above are considered the leading and most widespread databases (Sun et al., 
2017). The keywords used for the search comprised diverse word combinations 
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related to hotel booking intentions, such as ʻonline hotel satisfactionʼ, ʻoffline 
hotel satisfactionʼ and ʻintention to the bookʼ. For final inclusion, the complete 
text of articles that might be pertinent was examined (see Figure 1).

The researchers independently assessed titles and abstracts using the aforemen-
tioned standards to decide which articles qualified for inclusion in the study.  
For final inclusion, the complete text of articles that might be pertinent was 
examined.

Descriptive Findings

Characteristics of Included Studies

A comprehensive analysis of 62 research articles aim in presenting descriptive 
findings to map research area development in terms of documents by year, the 
number of documents sources, and documents by country.  

Figure 2 represents the documents published between the period 2000 and 
2023. The research published on hotel booking intention has rapidly increased in 
the last six years. The full published articles in this area were in 2020, where nine 
articles were published. In recent years, the rise in research intensity reflects a 
strong positive trend in the overall number of publications and suggests an 
increasing recognition and interest in the topic.  

In terms of approach, we discovered that there was primarily quantitative 
research (n = 37). However, the distribution of findings between qualitative and 
mixed methods studies is extremely balanced, with 15 results from mixed methods 
studies and 10 results from qualitative studies, respectively.

Figure 1.  A PRISMA Flow Chart Depicting How Papers Were Selected.
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Figure 2.  The Number of Articles by Publication Year Between 2000 and 2023.

Figure 3.  Number of Published Articles per Journal.

Figure 3 represents the dispersion of publications across highly ranked journals 
reflecting the research done on hotel booking intentions between 2000 and 2023. 
Nearly 27% of the articles appearing in the International Journal of Hospitality 
Management related to booking intentions have emerged, indicating that this 
journal is becoming the subject of the study of booking intentions in the hospitality 
industry.

Analysis of regional distribution in research shows that The United States of 
America is the most prolific publishing source. Figure 4 depicts a Pareto 
distribution showing the country-wise number of publications as calculated by the 
position of the authorʼs institution. Five nations, including The United States of 
America, South Korea, Taiwan, China and Malaysia, account for more than 54% 
of the published articles on hotel booking intentions. The results suggest an 
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Figure 4.  Geographical Distribution of Research.

increase in the regional dispersion of research across various countries, as new 
researchers from multiple countries are attracted to the subject.

Results

Determinants of Online Satisfaction

Online satisfaction in the present study is based on the model presented by DeLone 
and McLean (2003), based on satisfaction while using the online environment. In 
the context of online customer satisfaction, various authors have highlighted and 
identified the critical dimensions to measure the level of online satisfaction. 
Online satisfaction has been studied in different contexts, such as the hospitality 
and tourism (Pizam et al., 2016), hotel (Shaikh & Khan, 2013), university studentsʼ 
travel behaviour (Gallarza & Saura, 2006) and online hotel booking (Ullah et al., 
2019). Amongst which a variety of studies have been proven to be highly 
significant in assessing the antecedents of online satisfaction. 

System Quality

System quality refers to the desirable characteristics and features of an e-commerce 
system, like ease of use, system availability, system reliability, system usability 
and adaptability (DeLone & McLean, 2003). In the hotel booking context, system 
quality means the system used to fulfil customersʼ needs by providing good 
system quality while using an online booking platform (Wen, 2012). System 
quality plays an important role when customers want to book a room in a hotel 
using the Internet. Customers utilise the various available functions of the 
websites, like inquiries about the hotel, hotel location, facilities provided by the 
hotel, booking status, and the available payment option. If the hotel site offers 
excellent system quality, the level of satisfaction of the customers using the 
Internet to book a hotel is increased (Gao et al., 2017; Xu et al., 2013). 
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System quality has been examined in various contexts by different authors like 
online shopping intentions (Cho & Sagynov, 2015), internet shopping (Shin et al., 
2013), ride-hailing service (Phuong & Trang, 2018), online travel ticket booking 
websites (Noronha & Rao, 2017) and online booking intentions (Wang et al., 
2015). According to the Information System Model, an information technology 
systemʼs most critical success attribute is the system quality that influences user 
satisfaction and, eventually, the intention to use (Dreheeb et al., 2016). 

Information Quality

Information quality refers to an individual userʼs experience with the quality of 
the information shown on a hotel website (Shah & Attiq, 2016). Information 
quality is assessed on two basic criteria, namely content adequacy and content 
usefulness; the former is associated with the consistency, capability, relevance, 
timeliness, and completeness of the information displayed (Gürkut & Nat, 2018), 
while the latter includes informativeness and valuableness of the information 
provided (Park & Gretzel, 2007). Information systems are designed to allow users 
to get the necessary, relevant, and accurate information, as it is a crucial success 
aspect while investigating the overall information system success (DeLone & 
McLean, 2003). 

Information quality has been examined in various contexts to determine the 
satisfaction of the customer like in the e-travel service quality (Ho & Lee, 2007), 
repurchase intention on the Internet (Shin et al., 2013), rural lodging establishments 
(Melo et al., 2017), customer satisfaction and repurchase intention (Choi & Kim, 
2013), and service quality perception (Ismoyo et al., 2017). Information quality 
plays a vital role while booking a hotel using the internet. The customer checks 
out specific hotel information, including the hotelʼs price, star rating of the  
hotel, reviews posted by other customers, and ratings given by the other customer.  
After searching for all relevant information, customers subsequently book a  
hotel. While using the internet for booking a room in a hotel, if the information  
a customer gets is of high quality, the customerʼs online satisfaction will 
correspondingly be high (Emir et al., 2016). 

Service Quality

In order to measure the service quality of online hotel booking websites. A seven-
criteria model was proposed by Kaynama and Black (2000), which includes 
navigation to the website, content available on the website, presentation/design, 
accessibility, background information, responsiveness, and customisation. These 
parameters were explicitly considered because of their similar nature with the five 
dimensions of the SERVQUAL model proposed by Parasuraman et al. (1985). The 
ʻreliabilityʼ dimension was changed to content available on the website to be 
assumed as the promised services. The dimension of ʻassuranceʼ is converted into 
the ʻbackgroundʼ. The dimension of ʻTangibilityʼ is demonstrated in the service 
attributes of online hotel booking for ʻaccessibilityʼ, ʻnavigationʼ and ʻpresentation/
designʼ. The provision of personal attention to customers described by the ̒ empathyʼ 
dimension was fixed in the ʻcustomisationʼ by the website. The ʻresponsivenessʼ 
dimension is reserved with the same name (Kaynama & Black, 2000).
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A study conducted by Nusair and Kandampully (2008) explored the possible 
attributes of customer satisfaction with respect to travel websites. The result shows 
that a multi-dimensional construct, that is, service quality has a pivotal contribution 
to customer satisfaction. Additionally, they found the constructs of the website 
interface, which consider the website’s appearance, the speed of website loading, 
easy access, website interactivity, website navigation, and security. Based on the 
mentioned service attribute, they were mostly connected to the websiteʼs functions.

The literature review on the parameters of online satisfaction while booking a 
hotel is given in Table 2.

Determinants of Offline Satisfaction

Offline satisfaction in the present study is by way of the customerʼs perceived value 
while booking a hotel online. Zeithaml, (1988) proposed a commonly accepted 
definition of value. The author argued that, though there are various expressions of 
the value of a consumer, still perceived value can be represented in one broad 
definition as the consumerʼs comprehensive assessment of the utility of a product or 
service based on perceptions of what is received and what is given to the consumers. 
Empirical research was conducted to measure the customerʼs perceived value in the 
hotel environment; the result shows that individual hotels deliver notably different 
levels of customer satisfaction through value. The hotel’s perceived value affects the 
customer satisfaction (Bi et al., 2020). Previous studies have paid increasing 
attention to the significance of perceived value on the tourist satisfaction (Chang  
et al., 2014), purchase intentions (Wu et al., 2018), and intention to hotel booking 
(Thielemann et al., 2018). In a study conducted by Keshavarz and Jamshidi (2018), 
service quality and perceived value were the most critical drivers of customer 
satisfaction and tourist loyalty (Keshavarz & Jamshidi, 2018). 

Several studies on tourism have examined factors like the functional value 
(Lee et al., 2011), emotional value (Sánchez et al., 2006), social value (Confente 
& Vigolo, 2018), and monetary value (Chen et al., 2016) that has an impact on the 
offline satisfaction of the customer (Zhu & Chen, 2012).  

Functional Value

Functional value can be defined as ʻthe perceived utility acquired from an 
alternativeʼs capacity for functional or utilitarian performanceʼ (Sheth et al., 
1991). According to consumption value theory, the functional aspect of value 
refers to individualsʼ rational and economic evaluation that reflects the quality of 
using a service (Berry et al., 2002). It is the inherent capability of the offering to 
satisfy the customers, along with the benefits related to owning the offering 
(Cheng et al., 2019). 

In the present study, functional value can be summarised as the customerʼs 
viewpoint that hotel booking is the source of generating value. The functional 
value is signified as the perceived experience the consumers acquire through the 
attributes and functions of the services offered by the hotel. In a study conducted 
by Du et al. (2020), ʻroomʼ, ʻconvenienceʼ, ʻlocationʼ, ʻgeographyʼ, ʻcomfortʼ and 
ʻcost-effectiveʼ were the high-frequency words relate to functional value. In the 
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same study, variables that influence customer satisfaction primarily comprise  
the hotelʼs geographical location, room size and comfort, the availability of 
transportation, hotel infrastructure, and the overall decoration of the hotel adds up 
to the perceived functional value (Du et al., 2020). 

Various studies have empirically proved that perceived functional value 
strongly influences usersʼ behavioural intentions to use hotel booking services. 
Therefore, the hotel’s function value significantly affects usersʼ behavioural 
intention to go for hotel booking (Ahn & Back, 2019; Lee et al., 2011).

Emotional Value

Emotional value is the utility obtained from the affective states or feelings that a 
product or service brings out (Sweeneya & Soutar, 2001). Emotional value 
positively influences experiential satisfaction and behavioural intentions in the 
tourism industry (Wu et al., 2018). In the context of hotel booking intentions, 
emotional value is the perceived value derived by a customer in distinction to the 
affective state that the hotel will generate while using the services (Lee et al., 
2011). When the perceived value of the services satisfies customersʼ psychological 
or mental needs, customersʼ emotional value tends to be higher, leading to a higher 
offline satisfaction (Chang, 2008; Lee et al., 2020). Emotional value is one of the 
factors which can be used as a determinant to measure the offline satisfaction  
of the customer. Therefore, the hotel’s perceived emotional value significantly 
influences usersʼ behavioural intention to book a hotel. 

Social Value

Social value refers to the perceived utility linked with the customerʼs geographical, 
demographic, financial, political, ethnic and cultural scopes following the attributes 
of the product or service in social groups (Sheth et al., 1991). Social value signifies 
the utility gained from the product or service to improve the collective reputation of 
group or community, in compliance with the preferences of others (Chen et al., 
2016). This concept suggests that a product or service can be valuable not just for its 
direct benefits, but also for the positive impact it can have on the wider social 
context. It is the value resulting from the ability of the product or the service to 
increase the social status of the customer (Menard, 2016). 

In the context of hotel booking intentions, social value is considered the 
perceived social approval and impression a customer will generate while using the 
hotel services. While booking a room in a hotel, if a customer gets a sense of an 
increased self-identification, it increases the offline satisfaction of the customer 
(Waheed & Hassan, 2016). Therefore, perceived social value can be a determining 
factor for offline satisfaction.

Monetary Value

The monetary value represents the value perceived by the consumers where the 
price level provided by the hotel are regarded as reasonable and fair as against the 
competitive offerings of the other hotels (Ladeira et al., 2016). Monetary value 
shows the economic benefits derived to the customer while using the hotel services 
(Lee & Phau, 2018). The price offered has a significant functional value in the 
tourism industry (Chiang & Jang, 2006). 
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In the context of hotel booking intentions, when a customer spends money, 
time and effort to book a hotel, customers reflect the economic value received.  
If the hotel services can give a higher monetary value to the customers, the high 
monetary value will eventually increase offline satisfaction (Emir et al., 2016). 
Therefore, monetary value can be considered as a factor influencing the offline 
satisfaction of the customers. 

The literature review on the parameters of offline satisfaction while booking a 
hotel is given in Table 3.

Conclusion and Managerial Implications

This article has addressed the research question that aimed to explore the current 
state of knowledge and awareness of the satisfaction and booking intentions of 
customers who book hotels online. Using a systematic literature review technique, 
this article reviewed 62 booking intention articles to identify the contexts where 
satisfaction and booking intentions have been examined from 2000 to 2023.  The 
current research offers a timely and practical overview of essential satisfaction and 
hotel booking intentions theories. The applicability of the present study is for 
academics in line with the growing importance of digital platforms in the hospitality 
and tourism industry to improve customer satisfaction and find new possibilities for 
co-creation and innovation. The researchers found that the number of studies on 
hotel booking intention has significantly increased since 2014. Authors from the 
USA, Taiwan, China, and South Korea contributed to most of the studies on hotel 
booking intention conducted from 2000 to 2023. The result shows that the antecedent 
of online satisfaction is the information quality, system quality, and service quality. 
The independent variables that influence offline satisfaction are emotional value, 
functional value, monetary value and social value. Consequently, Figure 5 illustrates 
the integrated proposed research model for hotel booking intention, incorporating 
both online and offline satisfaction factors.

From an academic point of view, the systematic literature review has 
disseminated a conceptual model, a modest evolution of factors influencing hotel 
booking intention, and an increased interest in this research field. Optimistically, 
by giving new insights into how hotel booking intentions have developed, the 
present study provides an opportunity to enhance this field further. 

Additionally, the present research can have real value for practitioners and 
academics by exploring the state of academic research on hotel booking intention  
by way of satisfaction with online hotel booking and providing potential further 
research developments. The present study integrates the contexts that have been 
discussed in the existing hospitality and tourism literature. The articles considered  
for review were expected to signify the current status of research on booking intentions. 
They are published in the top 10 major tourism and hospitality journals that have  
been extensively cited in the field.  Therefore, in the following section, we come up 
with the theoretical implications followed by a research agenda for further research 
possibilities, managerial implications and finally, the limitations of the research. 
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Figure 5.  Proposed Model.

Managerial Implications 

The results mentioned in the previous section can be insightful for hotel managers, 
as they need extensive consumer knowledge to relate to the offerings, and 
satisfaction while booking online offers powerful insights to support them in 
accomplishing this goal. Hotel managers can exploit it and formulate a digital 
marketing strategy to target potential customers. 

All the factors influencing the hotel booking intention suggest managerial 
implications and help hotel managers to take an active part in creating a digital 
presence for their hotel. Results have showcased hotels’ importance in maintaining 
a digital presence that meets customersʼ desires and allows booking smoothly. 
Consequently, if hotel managers aim to optimise their hotelʼs digital media presence, 
they have to keep an eye on the evolution of rapidly changing technologies to  
stay in touch with customers. 

It is highly advisable for managers of the hotels to categorically define the 
content of information available on the website by paying more attention to the 
facilities provided. Finally, they should present their hotel on digital platforms 
using the best-suited visual and tactile sensory means to effectively communicate 
the different values around their hotels. 

Limitations and Future Scope 

Final, this study has some limitations. To begin with, it has a limited scope, which 
only covers the period from 2000 to 2023. Second, the study merely selected and 
reviewed satisfaction (online and offline) and booking intentions research articles 
published in peer-reviewed journals only. Other sources like printed books, 
research thesis, industrial reports and articles in conference proceedings were 
excluded for review purposes. Studies in the future may ponder this drawback, 
and they may cover all these sources to get more published data. Third, this article 
included only 10 selected journals recognised with the Scopus Cite Score metrics 
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in 2022. Studies in the future may look at some other databases and enhance the 
scope of their research. Lastly, this study focused on articles published in the 
tourism and hospitality literature. Studies in the future are directed to use other 
research, such as marketing and consumer behaviour, which is also focused on 
understanding and predicting consumer behavioural intentions and their booking 
intentions.
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Abstract

The literature on equity sensitivity is fragmented and has numerous inconsistencies, 
with various conjoined fields being studied. Given the shortcomings that equity 
sensitivity fulfils in the workplace equity theory and the predictive power of the 
construct to explain the workplace attitudes and behaviours, this review aims to 
synthesise the highly fragmented studies, highlight the publication activity, propose 
a framework based on a content analysis and identify the research gaps in the area 
of equity sensitivity. This review also aims at suggesting future research avenues 
in the field of equity sensitivity. Using a systematic literature review approach,  
the present study reviews 74 articles published from 1987 to 2020 on equity 
sensitivity. The review provides a content analysis-based framework for future 
directions of research and reveals a lack of consensus around a theoretical 
framework and ambiguity in the conceptualisation of the equity sensitivity. 
Additionally, the lack of longitudinal qualitative research with limited sample 
selection are the methodological gaps hindering the field’s progress. This work 
will help future researchers, interested in extending their contribution to this field.
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Introduction

The theory of equity (Adams, 1963; Walster et al., 1973; Weick, 1966) has gained 
a lot of attention from researchers in psychology and human relations. The theory 
is based on Festinger’s theory of cognitive dissonance and postulates that an 
individual psychologically compares his/her job inputs and outcomes with their 
referent others (Adams, 1963). However, the equity theory has primarily been 
criticised on the grounds of homogenising individual response to the equity/
inequity conditions thus ignoring the individual differences in shaping these 
responses. To overcome this shortcoming, Huseman et al. (1985, 1987) introduced 
the concept of ‘equity sensitivity’. 

Equity sensitivity categorises individuals into benevolent (individuals more 
inclined towards inputs rather than the output), equity sensitive (who like to 
maintain a balance between their level of inputs and the outcome they receive) 
and entitled (individuals who are focused on obtaining more output for the input 
they provide). These individuals react to equity/inequity conditions differently 
depending on demographic and psychological variables. Equity sensitivity is 
believed to enhance the equity theory’s predictive power (King Jr et al., 1993). 
Equity sensitivity’s superiority is proposed due to the following reasons. First, the 
equity sensitivity of an individual aids in establishing behavioural clarity in 
ambiguous workplace contexts (Otaye-Ebede et al., 2016). Second, equity 
sensitivity offers a holistic apprehension of the equity process by incorporating 
the individual difference variable (King Jr et al., 1993). Third, Mudrack et al. 
(1999) highlight the importance of equity sensitivity in explaining the behaviour 
of individuals in an ethical dilemma situation in the workplace which augments its 
applications further. 

Given the shortcomings that equity sensitivity fulfils in the workplace equity 
theory and the predictive power of the construct to explain the workplace attitudes 
and behaviour, a systematic literature review (SLR) was carried out to study the 
domain. The past literature has been confounding in terms of determining  
the nature of the domain (Huseman et al., 1987; Miller, 2009), conceptual 
underpinnings (Huseman et al., 1987; King Jr et al., 1993; Sauley & Bedeian, 
2000) of the concept and its dimensionality (Davison & Bing, 2008; Huseman  
et al., 1985; Sauley & Bedeian, 2000). In response to this increased fragmentation 
of the findings and aforementioned inconsistencies prevalent in the literature, this 
SLR aims to provide an integrated view of the research, categorising and 
identifying the problems in the existing literature and proposing new avenues for 
future research. This review will serve as a relevant push for the future researchers 
to investigate the role of equity sensitivity in predicting the various outcomes by 
developing perceptions in a workplace. 

To achieve these objectives, this research is guided by the following research 
questions:

•	 How has the domain of equity sensitivity developed over the years?
•	 What are the different theoretical underpinnings and constructs in the 

domain?
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•	 What are the research gaps in equity sensitivity research?
•	 What are some productive future research areas for further development?

Recent years have seen a decline in the equity sensitivity research possibly due to 
the underdeveloped foundation of the concept. Thus, the authors propose a 
conceptual model of equity sensitivity, which will help broaden the understanding 
of the role of equity sensitivity as an individual difference variable in the workplace 
setting. Thus, the review is organised as follows: first, equity sensitivity is 
introduced, followed by the research methodology. Second, the description of the 
literature is provided along with an overview of the selected articles. Finally, the 
findings are highlighted, and future research avenues are suggested.

Methodology

Literature reviews are believed to lay the groundwork to advance a concept or 
theory and help in tracing the evolution of a phenomenon over time (Kumar, 2022; 
Kumar et al., 2023a). Therefore, the methodology for reviewing the literature 
must be systematic, scientific, comprehensive and explicitly report all the steps 
and procedure for conducting the review (Tuli et al., 2023c). Following Tranfield  
et al. (2003), the study has used SLR methodology to review the existing literature 
on equity sensitivity. The review process adopted to summarise the existing 
research and to identify the future research agenda has been categorised into  
4 phases, as shown in Figure 1. 

Figure 1.  Summary of the Systematic Review Process.



Tuli et al.	 207

To keep the review comprehensible, the study focuses on the literature of 
equity sensitivity and excludes the job equity theory, although closely related to 
the interest. This is due to two reasons: First, multiple reviews have been conducted 
on job equity (Carrell & Dittrich, 1978; Pritchard, 1969), whereas no such  
review has been done for equity sensitivity. Second, equity sensitivity catego- 
rises individuals, which facilitates the understanding of the behavioural and 
psychological effects of perceived equity/inequity (Huseman et al., 1985, 1987). 
Thus, a prolific amount of literature is out of the scope of the research area. To 
uphold the quality of the research, the authors have only included peer-reviewed 
scholarly articles published in academic journals, which ensure a high-grade 
inclusion. 

Literature Collection and Boundary Identification

The PRISMA model was used to carry out the search to enhance the rigor and 
objectivity of the search procedure (Moher et al., 2009; Tuli et al., 2023a). The 
steps are discussed in detail below.

Step 1: Identification 

Literature for this review has been identified with the help of keyword/phrase 
search. Subsequently, the authors delimited the selected literature using a 
combination of deductive and inductive approaches. As input criteria initially, the 
use of keywords like ‘workplace equity’ or ‘equity sensitivity’ or ‘sensitivity 
model’ or ‘inequity’ was made. Several research databases have been used to 
ensure the inclusion is comprehensive and includes a diverse range of articles in 
the review. Emerald, ProQuest, EBSCO, JSTOR, SAGE and Elsevier have been 
used to search the articles. The first round of the database search was confined to 
keywords, title and abstract. This resulted in 923 articles depicted in Table 1. 
Additional delimiting boundaries for screening the literature were developed. 
These boundaries were given as: 

Table 1.  Details of Article Search in Database.

Database Scope
Date of 
Search Date Range

Number of 
Items

Cumulative 
Total

Elsevier Title, keyword 
& abstract

14.01.2021 1987–2022 135 135

Emerald Title, keyword 
& abstract

14.01.2021 1987–2022 199 334

ProQuest Title, keyword 
& abstract

15.01.2021 1987–2022 266 600

EBSCO Title, keyword 
& abstract

15.01.2021 1987–2022 180 780

JSTOR Title, keyword 
& abstract

15.01.2021 1987–2022 86 866

SAGE Title, keyword 
& abstract

16.01.2021 1987–2022 57 923
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•	 Articles published only in peer-reviewed journals were considered.
•	 Articles written in English language were included.
•	 Articles in the field of business, management and accounting and 

psychology were considered.
•	 Papers with full-text available were considered.

This led to a total of 116 articles.

Step 2: Screening

To make the study impactful, abstracts were filtered to include the studies 
conducted in the workplace context. Additionally, 20 articles duplicated in more 
than one database were removed. Subsequently, 41 articles were excluded from 
the final sample which led to the inclusion of 75 articles for the final review. 

Step 3: Eligibility

The full texts were then obtained for the articles. These articles were analysed  
for their contribution towards the application or refinement of the domain, 
development of a scale to measure the domain as well as building theories to  
enhance the knowledge of the concept. Consequently, only conceptual and empirical 
papers were included. Any review articles directly addressing the domain were 
decided to be excluded but apparently no such study was found. This led to the 
inclusion of 65 articles in the review.

Step 4: Inclusion

Further, to make the data set comprehensive and to include all the relevant articles, 
detailed scanning of references of all selected articles were done. Finally, 9 articles 
were included in the final sample, which took the final selection to 74. A proper 
worksheet was maintained to record the summary of the final included articles, 
which were reviewed to record various parameters including:

•	 Year of publication
•	 Journals of publication
•	 Prominent authors in the field
•	 Research approaches and methods
•	 Geographic region
•	 Citation analysis
•	 Content analysis

The synthesis of the literature review involves itemisation of selected articles, and 
it unearths the explicit and implicit relevant facts from the existing body of 
knowledge. A detailed process of article selection is presented in Figure 2.

Description of the Literature

This section provides a description of the existing literature in the equity sensitivity 
domain that will help provide insights into the current developments in the domain 
(Kumar et al., 2023a).
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Figure 2.  Article Selection Process.

Publication Activity

As evident by Figure 3, the equity sensitivity research has been following an 
increasing trend from 3 articles before 1990 to 10 during the 1990–1999 period 
and eventually to 59 articles distributed over the 2000–2022 span. 

The 74 articles included in the review are published in 43 different journals, 
constituting fields such as psychology, management, ethics and behavioural 
sciences and marketing. A total of 32 journals (74%) of the 43, have published 
only single article and only four journals have published four or more articles. 
Figure 4 shows the journals with more than one publication in the field. Figure 5 
depicts the authors who have contributed significantly to the field.

Research Approaches and Methods 

The majority of the reviewed articles were empirical (n = 67), with a mere seven 
articles opting for a conceptual study. Table 2 depicts the different methodologies 
adopted by the studies included in the review. Surveys were observed to constitute 
a large number of studies followed by the conceptual method. Among the articles 
included in the review, no literature reviews were found, which strengthens the 
fact that equity sensitivity literature is still underdeveloped.
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Figure 3.  Year-Wise Publication.

Figure 4.  Journal-Wise Publication.

Nature and Geographical Distribution of the Studies

Table 3 depicts the geographic distribution as well as the nature of the sample 
employed in the empirical articles reviewed. The majority of the articles  
were based on the sample from United States (44 studies) followed by Canada  
(3 studies) and Korea, Australia and the Philippines (2 studies each). The analysis 
also indicated five articles conducted in a cross-country setting and seven studies 
employing a mixed sample. 

Three of the studies explored the impact of equity sensitivity under team 
setting. Political ideology/setting, gender influence, generation gap and negative 
effects of equity sensitivity found their place in two studies each. Additionally, all 
the articles included in the review used the cross-sectional method of data 
collection as no longitudinal study was found.
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Figure 5.  Author-Wise Publications.

Table 2.  Research Approaches and Methods Used in the Articles.

Research Approach Research Method No. of Articles

Empirical papers Quantitative 65
1.  Survey 61
2.  Experiment 3
3.  Multiple methods 1

Mixed method 2
Conceptual papers 7

Total 74

Table 3.  Nature and Geographic Distribution of the Sample.

Continent Sample Number of Studies Total no. of Studies

North America Students/university settings 20

47
Working professionals 18
General public 2
Mixed 7

Europe Working professionals 2 2
Asia Students 2

10Working professionals 8
Australia Students 1

2Working professionals 1
Africa Working professionals 1 1
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Findings

Citation Analysis

Citation analysis refers to the analysis of the number of times an article has been 
referred to in other studies to identify the most influential works in the field. This 
will also help in identifying the articles that are most impactful in deepening the 
knowledge of the field. For this purpose, the citation information provided by 
Google Scholar as of March 26, 2022 was used. The 74 articles were found to 
have 8,829 citations making the average citation as 119 per article. The articles 
with more than 100 citations are shown in Table 4. It was found that Huseman  
et al. (1987) is the most-cited article with 1,489 citations. This might be due to it 
being a seminal study. Other top-cited articles were Konovsky and Organ (1996), 
Kickul and Lester (2001) and Blakely et al. (2005). 

Content Analysis

The articles were then analysed for their content. The authors independently 
reviewed the papers to identify the constructs and perspectives being studied in 

Table 4.  Citations of the Reviewed Articles.

S. No. Article
Number of 
Citations

  1. Huseman et al. (1987) 1,489
  2. Konovsky and Organ (1996) 1,156
  3. Kickul and Lester (2001) 534
  4. Blakely et al. (2005) 429
  5. King Jr et al. (1993) 300
  6. Huseman et al. (1985) 293
  7. O’Neill and Mone (1998) 265
  8. King Jr and Miles (1994) 251
  9. Miles et al. (1989) 222
10. Miles et al. (1994) 219
11. Restubog et al. (2007) 216
12. Sauley and Bedeian (2000) 205
13. Scott and Colquitt (2007) 193
14. Kickul et al. (2005) 182
15. Naumann et al. (2002) 145
16. Allen and White (2002) 136
17. King Jr and Hinson (1994) 134
18. Wheeler (2002) 119
19. Bing and Burroughs (2001) 112
20. Mudrack et al. (1999) 110
21. Restubog et al. (2009) 109
22. Mueller and Clarke (1998) 107
23. Shore et al. (2006) 102
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Table 5.  Theoretical Perspectives in Reviewed Articles.

Theoretical Perspective Number of Articles Original Sources (Examples)

Equity Sensitivity (Application 
& Refinement)

59 Huseman et al. (1985);  
King Jr et al. (1993)

Measure of Equity Sensitivity 10 Sauley and Bedeian (2000);  
Davison and Bing (2008)

Entitlement 5 Naumann et al. (2002);  
Allen et al. (2015)

the domain. Each author provided codes to their analysis that were then compared 
and contrasted to reach a consensus. A thorough content analysis helped the 
authors identify the various theoretical perspectives that the articles adopted in the 
field. These perspectives are highlighted in Table 5. 

Further analysis helped in highlighting the constructs predominantly studied in 
the equity sensitivity field. This was done to single out the concepts or processes 
being studied the most. Table 6 presents the list of these constructs. As evident by 
the table, both the organisation-specific and the non-organisational constructs 
were found to be significantly focused on by the studies. Among the organisational 
constructs, job satisfaction and organisational citizenship behaviour are the most 
studied. Individual dispositions are prominently studied among the non-
organisational constructs. 

Based on the content analysis of the literature, a framework is collated which 
can be taken as the basis of future research in the field. Figure 6 presents the 
model. Being a typical individual difference variable, equity sensitivity has its 
grounding in the post-positivist paradigm due to its psychological nature and 
individual differences pertaining to contextual and demographic variables. Hence, 
the literature proposes that the sensitivity to equity that is, benevolence and 
entitlement will moderate the relationship between various reward systems, 
certain personal characteristics and social exchange variables which will then 
drive various positive or negative workplace attitudes and behaviour (Kumar & 
Agarwal, 2023). Equity sensitivity is affected by various demographic as well as 
individual disposition factors. These variables have been found to have an effect 
and interaction with equity sensitivity (Bourdage et al., 2018; Kim et al., 2013; 
O’Neill & Mone, 1998). 

The moderating effects (Kumar et al., 2023b) of the differing equity sensitivity 
can be summarised as follows. Unlike the entitled individuals, the tolerant and 
‘giving’ nature of the benevolent inclines them to display positive attitudes and 
behaviours in the work environment irrespective of the reward conditions (under 
reward or over reward) (King Jr et al., 1993). They are found to prefer intrinsic 
outcomes (Wheeler, 2007) and generally perceive distributive justice to exist in 
the reward distribution (Blakely et al., 2005). Additionally, due to their giving 
ideology (King Jr & Miles, 1994) and their ability to work in teams (teamwork 
orientation) (Bing & Burroughs, 2001); they are more likely to depict positive 
perceptions towards organisational outcomes. Lastly, their benevolence forms 
tolerance towards contract breach (Roehling & Boswell, 2004) and leadership 
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Figure 6.  Proposed Conceptual Framework.

(exchange relationship and responsiveness) (Han et al., 2018; McLoughlin & 
Carr, 1997; Shore et al., 2006); leading to positive attitudes and behaviours 
towards the organisation. 

Research Gaps

This section addresses the following research question: What are the research 
gaps in the equity sensitivity research? The reviewed articles were analysed to 
identify the research gaps and find the limitations in methodology, theoretical 
framework as well as study settings and samples. The authors identified two 
prominent conceptual gaps and three vital methodological gaps in effective equity 
sensitivity research. 

Conceptual Limitations Lack of Consensus Around a Framework

The review pointed out the lack of a consensus around the framework and role of 
equity sensitivity. The reason behind this is twofold. First, a relatively small 
amount of equity sensitivity research is foundational in the sound theoretical 
framework, and most of this work focuses on either the behavioural impact of the 
sensitivity (Allen & White 2002; Parnell & Sullivan, 1992), psychological effects 
(Conner, 2011; King Jr et al., 1993; Naumann et al., 2002) or the refinement of the 
equity sensitivity instrument (Davison & Bing, 2008; King Jr & Miles, 1994; 
Sauley & Bedeian, 2000). While integrating a theory from conjoining fields may 
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be the approach to model development (Bynum et al., 2012), the sensitivity model 
is perceived to be more complex than this. This complexity arises from the fact 
that the theory has its base in the perceptual psychology of an individual, which 
itself is a separate and relevant sub-field in the branch of cognitive psychology. 

Second, a relatively large number of studies focus on solving problems (instead 
of building theory), inducing a variety of theories, many of which are not dominant 
in the equity sensitivity theory. Although this contributes significantly to the 
theory, its contribution towards the building of a sound model is limited. The 
extant literature proposes a moderating role of equity sensitivity, but the work has 
produced mixed results so far. Some studies established it as a moderator (O’Neill 
& Mone, 1998) whereas several others found little or no moderation effects (Bing 
& Burroughs, 2001; Scott & Colquitt, 2007). This has created more confusion 
than clarity around the role of the construct.

Ambiguity in the Conceptualisation

Our review has identified three prominent ambiguities in the conceptualisation of 
the equity sensitivity construct. First, ambiguity exists among the measurement 
scales of the equity sensitivity concept. Studies have continuously claimed one 
measure as superior to the others (Foote & Harmon, 2006; Shore & Strauss, 2008; 
Wheeler, 2007). While the sample selection was initially identified as the reason 
behind one scale being superior to the other, further studies used the same sample 
and proved otherwise. Such findings cast doubt not only on the effectiveness of 
the instruments but also the concept as a whole. Another issue identified is the 
response pattern of the respondents in the study. The plausible reason behind the 
unclear conceptualisation of equity sensitivity could be the social desirability bias 
in the response of the respondents. A total of eight articles (Davison & Bing, 2008; 
Miller, 2009; Scott & Colquitt, 2007) have highlighted this issue. Social desirability 
bias is the tendency of the respondents in the study to respond in a manner that 
they perceive to be acceptable in a social setting, and the response they think will 
put them in a favourable light. Respondents can manipulate the results due to 
desirability bias by giving benevolent responses when in reality, they adopt an 
entitled approach.

Second, the conceptualisation of the basic nature of equity sensitivity has still 
not found its place in the existent literature. The confusion of equity sensitivity 
being a trait or a state (Huseman et al., 1987), a situation-activated trait (Konovsky 
& Organ, 1996), attitude (Shore, 2004) as well as the intrinsic (vs extrinsic) nature 
(Wheeler, 2002) still persists. This is evident by the confounding interactions 
equity sensitivity has had with various constructs. When equity sensitivity was 
studied in different cultural settings, no definite relationship was established 
between the two constructs. Additionally, when other factors, say gender, were 
considered, the findings were sample-specific (Kim et al., 2013; King Jr & Hinson, 
1994; Wheeler, 2002). Some of these findings were in contradiction with the 
generally established cultural-induced behaviours (Allen et al., 2005; Chhokar  
et al., 2001; Mueller & Clarke, 1998). 

Third, while researchers have hinted at equity sensitivity being a multi-
dimensional concept as opposed to the established uni-dimensional understanding 
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(Bing et al., 2009; Taylor et al., 2009), this aspect was left unattended and has not 
been acknowledged in the recent research carried out in the field. A lack of clarity 
in these conceptualisations rob the managers to mould and predict the attitudinal 
and behavioural outcomes/organisational behaviour of the employees (Naumann 
et al., 2002). 

Methodological Limitations Absence of Longitudinal Research

As mentioned above, all articles included in the review adopt a static point of 
view, creating a dearth of longitudinal research. It is believed that longitudinal 
research is necessary to analyse the stability and trends of the theory (Mueller & 
Clarke, 1998). With equity sensitivity being perception oriented, its dynamic 
nature needs to be analysed over a period of time. The dearth of longitudinal 
studies explicitly indicates that not much attention has been given to such dynamic 
changes. A significant number of researchers also find it difficult to establish a 
causal relationship between variables and equity sensitivity in a cross-sectional 
setting (Aggarwal & Bhargava, 2010; Kickul et al., 2005; Oren & Littman-Ovadia, 
2013). The causal inferences drawn using cross-sectional study design do not 
implicate causality but imply inferences (Kickul & Lester, 2001). With researchers 
worried about the problem of common method variance due to the cross-sectional 
survey design (Kim et al., 2019), it brings us to our next barrier.

The Dominance of Quantitative Research

The review has identified various research methodologies used to examine 
equity sensitivity, and a significant number of studies have used quantitative 
tools. As discussed above, applying quantitative research to study a field that 
lacks a proper framework to explain its underlying mechanism generally 
provides ambiguous results (Shore & Strauss, 2008; Wheeler, 2007). It is 
beneficial to use qualitative methods concomitantly with the quantitative tools 
to understand the phenomenon (Shah & Corley, 2006). A limited number of 
articles extend the theory (King Jr & Hinson, 1994), and others refine its 
applications (Bynum et al., 2012; Conner, 2011; Hayibor, 2017; O’Neill & 
Mone, 2005). While a substantial number of articles used the survey method as 
a tool to collect data, one problem underlying the survey method is that it is 
solely used for theory testing, which is the essence of scientific methodology, 
overlooking the significance that theory building and refinement holds (Shah & 
Corley, 2006). The cross-sectional survey method of data collection also carries 
the problem of common method variance/common method bias. Common 
method variance/bias refers to the variance attributable to the measurement 
method and not to the constructs that are being measured. A significant number 
of articles, a total of 20 (28%) studies, reported this problem.

Qualitative research approach could have significantly added value as it has 
immense potential to compliment quantitative approach by rendering depth and 
perspective to statistics (Kumar & Tuli, 2021). Having stemmed from human 
experiences, it could have thrown better light at the rationale for perceptual 
differences towards equity sensitivity. Qualitative research helps unfold the how 
and why (Sutton & Austin, 2015; Tuli et al., 2023b) of a behaviour, thus rendering 
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better understanding that could have been utilised by organisations to create more 
equitable environment.

Limitations as to Sample Selection

The final limitation in the equity sensitivity research is the sample selection in the 
studies. Owing to the geographical bias where majority of the studies emanate 
from the USA and significant employment of the student sample, it becomes 
difficult to generalise the findings to the complete universe of research. The 
measurement scales for equity sensitivity have a wording that limits the equity 
sensitivity concept to an employer-employee relationship (Foote & Harmon, 
2006). Thus, using a student sample for such purposes might not give effective 
results. Although a few studies used part-time working student samples, the 
selection still does not represent any individual’s perceptions and attitudes in a 
work environment. 

As the literature indicates, the total distribution of studies reviewed are skewed, 
thus indicating the geographical sampling bias. It also highlights that the sampling 
effort is ‘spatially biased’, rather than equally distributed over the study area (Ross 
& Bibler-Zaidi 2019). Since, the geographical distribution was not a delimitation 
that the authors consciously made during the exclusionary and inclusionary 
decisions, neither did the authors have any intention to narrow the scope of the 
review, it represents a systematic bias introduced into the study design or 
instrument by the researcher (Price & Murnan, 2004). One reason of high number 
of studies in the USA could be credited to it being a high-income country with 
right consciousness among employees. Studies have also shown less accessibility 
of researches from other parts of the world causes limitation leading to geographical 
sampling bias (Zizka et al., 2021).

The significant variation in cultural aspects of the westernised developed 
economies and the Eastern emerging nations (Hofstede, 1984) clearly indicates 
that generalising the finding of one to another will be like comparing an apple 
with an orange. Besides this, the generalisability of management theories 
developed in one culture to other cultures has been seriously questioned in recent 
years. The literature has recommended the further testing of equity sensitivity in 
non-Western cultures (Ananvoranich & Tsang, 2004). This is because equity 
perceptions, by their very nature, are likely to be subject to cultural influences 
(Chhokar et al., 2001). Such geographical bias has also been found to affect the 
knowledge production and diffusion process, with the developed high-income 
countries being the producers and the middle- and low-income countries being 
mere receivers of such knowledge (Skopec et al., 2020).

Discussion

The current review aimed to revive the equity sensitivity theory by highlighting 
the developments in the field, collating a conceptual framework largely missing 
from the existing literature and identifying the research gaps in the existing body 
of literature on equity sensitivity. This article used the SLR method and reviewed 
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a total of 74 published articles to highlight the gaps in the theoretical base, research 
settings and sample selection in equity sensitivity research. In this regard, this 
review identified two conceptual and three methodological limitations in the 
existent literature. The lack of consensus around the theoretical framework and 
role of the construct accompanied by the ambiguous conceptualisation poses gaps 
in the theory’s conceptual base. The findings indicate that, theoretically, equity 
sensitivity is underdeveloped and stark ambiguity exists in the existing research. 
While a significant number of studies induced a variety of theories secondary to 
the idea of equity sensitivity, hinting at broadening the interest of researchers from 
different fields, this does not contribute towards the development of the core 
theory. After all, theory building and refinement has equal importance as theory 
testing (Shah & Corley, 2006). 

This theory witnessed many quantitative studies that contribute to the idea but 
lay no foundation to the theory development. Thus, an increase in the exploratory 
research practices to build a solid and stable theoretical understanding will be 
beneficial before performing any confirmatory analysis. To induce stability in the 
theory, longitudinal studies, which are currently missing from the existing 
literature body, need to be stressed upon. By identifying the research gaps, this 
review aims to direct all future studies towards overcoming the shortcomings in 
this field to aid in the development of the theory.

This review focused on providing a specific number of studies in one place due 
to the highly fragmented nature of the existing research. This will create awareness 
of the available research and help future researchers access the relevant literature. 
Another aim was to highlight the existing problems and inconsistencies that exist 
in the current research and raise questions around them. The collated framework 
depicting equity sensitivity’s relationship with other constructs will help in 
reviving the concept and guiding the future research in the field. To keep the scope 
limited, this review succeeded in including variant studies but can only act as an 
abridgement to the various gaps in the literature. Future research should aim at 
going deeper into the gaps identified.

Limitations

While identifying the limitations in the existing literature, the authors do not fail 
to acknowledge their review’s limitations. To uphold the quality of the reviewed 
articles and make the review comprehensive, academic articles from six distinct 
databases covering a variety of journals were included. The inclusion of published 
articles, though, ignores the latest research, which adds to the cumulative 
knowledge of the field. To eradicate any unpremeditated biases, transparency and 
evidence-based analysis were stressed upon. 

Future Research Directions

Addressing the shortcomings in the existing body of literature as identified by the 
review provides a direction for future research. First, the influence of external 
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factors (Ananvoranich & Tsang, 2004; Conner, 2011) as well as the work 
environment (Kim et al., 2019; Roehling et al., 2010) on the equity sensitivity of 
an individual can enhance the conceptualisation of the equity domain, and hence 
can be a direction for future research. Second, the future researchers must 
undertake cross-cultural research with equity sensitivity to solidify the relationship 
between the two constructs and increase the generalisation of the findings (Allen 
et al., 2005; Wheeler, 2002). Third, the ‘dark side’ of the equity sensitivity of an 
individual must be studied more to develop a holistic conceptual understanding of 
the construct and enhance the role of individual differences in guiding specific 
behaviours and/or traits (Woodley & Allen, 2014). Fourth, the intensity of the 
impact of equity sensitivity on the attitudinal and behavioural work-related 
outcomes, and how such an impact differs between the benevolent and the entitled 
(Kickul & Lester, 2001) can be another avenue for future research. Last, equity 
sensitivity is a psychological phenomenon influenced by context and demography 
(Huseman et al., 1987; Mudrack et al., 1999), having its roots in the post-positivist 
paradigm. The existing research in this domain complements the paradigmatic 
approach. Currently, the concept has a production-based orientation (input/output 
ratio), but it has to be looked at from other perspectives and lenses. For instance, 
the studies focusing on the sex-related differences in equity orientation in the 
workplace, have evolved with the findings showing the changing orientations 
towards workplace equity among the females (Kim et al., 2013; Major et al., 
1989). Thus, looking at the domain from a feminist paradigm will facilitate in 
understanding this evolution in the equity sensitivity. Additionally, an interpretivist 
approach would enable an understanding of the ‘why’ part of the process as 
opposed to the existing ‘what’ and ‘how’ of the equity sensitivity. Since, it is an 
individual difference, it is affected by the social environment. Thus, an interpretivist 
lens might also develop an understanding on whether these equity orientations in 
the workplace transfer to the other contexts in which an individual operates or 
vice-versa.

In addition to the aforementioned future research directions, the authors 
propose further avenues to address the existing gaps in the body of literature on 
equity sensitivity. These are elaborated below.

Enhancing the Conceptual Foundation 

The theory suffers from the limitation to classify equity sensitivity as a state or a 
trait (Huseman et al., 1987). With no empirical evidence addressing this issue, the 
theoretical underpinning of equity sensitivity still remains ambiguous. This calls 
for a deeper investigation to determine its nature wherein a longitudinal study 
might fulfil the said purpose. Additionally, qualitative research will thereby 
enhance the building of a framework (Shah & Corley, 2006). Further, it is 
imperative to address the contradictions that exist in theory to conceptualise the 
construct. For instance, Foote and Harmon (2006) failed to establish convergent 
validity between the two widely used measures of equity sensitivity. Thus, future 
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researchers need to solidify such instruments’ effectiveness to cater to the 
shortcomings in the field.

Since equity sensitivity research is primarily conducted in the work 
environment, the prevalence of socially desirable responses is preeminent. Future 
research must make provisions to control for this aspect while analysing the data 
collected. Another area that future research needs to address includes the multi-
dimensional nature of equity sensitivity which is proven by the changing 
relationship of the construct with various individual dispositions and demographic 
variables (Wheeler, 2002; Woodley et al., 2016). Thus, the construct must be 
studied in various situational contexts to clearly establish its multi-dimensionality, 
which is currently lacking in the literature.

Addressing the Methodological Shortcomings 

Future research must reduce its dependence on the survey method of data collection 
and adopt more qualitative tools to understand whether the variance is a result of 
the constructs being studied or the measurement scale being used. This will aid in 
better understanding of the relationships between the construct and other 
behavioural and psychological variables. Future researchers must focus on the 
sample outside of the USA to increase the generalisation of their findings. Further, 
since the instruments to measure equity sensitivity are designed to study work 
relationships (Foote & Harmon, 2006), the use of a non-student sample must be 
undertaken unless a new dynamic measurement scale is developed.

Managerial Implications

Equity theory has been known to understand the perceptions of individuals 
regarding equitable treatment in their respective workplaces (Adams, 1965). Thus, 
the research on this theory has been prolific. On the other hand, equity sensitivity 
theory, which has enhanced the equity theory’s predictive power (Huseman et al., 
1987), has been underdeveloped despite its practical value. But it is essential to 
emphasise the workforce’s equity sensitivity perceptions for the effective and 
efficient working of the organisation. Globalisation and high diversity among the 
workforce are some of the contemporary issues in today’s labour management, 
which marks the necessity of equity perceptions to be understood in depth (Kim  
et al., 2013; Yamaguchi, 2003). The comprehension of how the equity perceptions 
affect and formulate attitudes towards the workplace stimuli will aid in designing 
conducive compensation policies (Parnell & Sullivan, 1992). Additionally, the 
importance of equity sensitivity as an individual difference variable persists due to 
the dynamic social system that an organisation is and the value that such variables 
provide in comprehending the workplace attitudes and outcomes (Bourdage et al., 
2018; Miller, 2015) as corroborated by the existing literature. Thus, the review can 
provide insights to the managers on what has been found till now and where they 
need to focus. It also highlights what is missing and where do they need to go.
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